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Commentary
My initial thesis was a store that could accommodate two different functions. The
store would be designed to support multiple uses of retail/commercial space. The goal
was to enable store owners to be more competitive against chain retail stores in malls as
well as ‘Big Box’ retail stores. By adding more functions to an existing retail space, I also
thought it could be a tool for urban planning, potentially even helping to counteract urban
sprawl.
In the course of my initial research and analysis I determined that my scope was
overly broad and did not answer a need that I could substantiate. Along the way however,
I realized that the transforming fixtures I was beginning to design did support a real need
I had not at first recognized.
This documents my journey in naming my design mission, narrowing and focusing
my work, and finally in creating a functional design solution and identifying its practical
applications.
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Abstract
This thesis explores how a ‘change-over-fixture’, a store fixture that transforms its
shape and purpose, will help retailers keep up with the various aspects of merchandising
needs as well as create a competitive advantage over many years. With Big Box retailers
on the rise and an abundance of other smaller businesses increasing; Independent clothing retailers need to invest in new ideas to endure. In the past and currently, remodeling
remains a final option to reboot the store’s image and bring customers in. It is not always
a success but nonetheless an overwhelmingly popular option. The set of conditions following remodeling are sometimes far too risky for independent retailers. The high costs
and time schedule can be a huge financial burden for the smaller business owner. The
goal of the thesis is to propose a design that alleviates some of the costs and reduces the
time consumed by smaller businesses (also referred to as independent retailers throughout this paper) when dealing with competition as well as the unavoidable merchandise
cycles.
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Thesis Statement
Background
With suburban sprawl on the rise, many designers have looked to shopping malls as a
means of consolidating commerce and maintaining a sense of community. Ever since,
shopping malls have been dominating the retail scene. Inviting further decentralization,
corporate-owned franchises have also been affecting suburban sprawl. With these factors being heightened in our communities, small-business owners have been faced with
an increased probability of failure. This failure is a result of the inequitable competition
that exists between the small business and the bigger corporation. The smaller business
will purchase a fraction of the products and as a consequence runs the probability of being undersold by the bigger business.
Problem
The current commercial space available for lease or purchase is quite expensive, discouraging small businesses to set up shop. The entrepreneurs that do take the initiative may
not utilize the space to its full potential. Another problem is that the activity of shopping in
suburban areas can only occur with vehicular travel. In 2003, an average U.S. household
drove an estimated 21,100 miles. This is the same as driving from San Francisco to New
York City seven times. This kind of travel could be significantly decreased if small business in those communities offered more variety in service in the same space.
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Proposal
For my thesis I propose a plan or system to better utilize retail space in suburban areas.
This thesis will examine the effectiveness of combination spaces as a way to attract local clientele and discourage unnecessary travel. I will also explore how various product
systems can improve the financial condition of small business by providing money saving
opportunities as well as a competitive identity. I will research how retail space can function in an increasingly complex and sprawling modern society.
Goal
The goal of this thesis is to encourage small business and the local population to spend
their income within their community. By creating a strong identity for the small retail business this will contribute to its overall success while increasing the attractiveness of the
local store to its community. The thesis will devise a scheme for two businesses to coexist
in the same retail space.
Methodology
In this process I will research the effects of big corporations on smaller business as well
as where retail business was and is today. I will conduct surveys and interviews with various businesses that would apply to my thesis. Through my process I will develop new
concepts for retail design. I will choose a direction; make preliminary computer renderings
and hand sketches, as well as scaled and full size mock-ups of product systems that will
benefit my thesis topic. Throughout this process I will be meeting with my committee to
present my progress and to receive feedback. Finally, I will present my research, acquired
knowledge, and concept to my committee along with final models and drawings of the
product system.
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Statement Synthesis
Once the statement was written and approved, it was time to start the necessary
research. However, after shifting through layers of information, which at the time I was
confident were pertinent to my thesis statement, it became clear that the research was not
in any way shaping the proposal. The research was addressing a well-rounded problem
which was lacking a focus. It was now evident that the thesis was loaded with mini-thesis
topics. The statement addressed far too many directions with each direction having very
clear and individualized qualities. The three mini-thesis statements are as follow:
•

“The current commercial space available for lease or purchase is quite
expensive, discouraging small businesses from setting up shop”

•

“Another problem is that the activity of shopping in suburban areas can only
occur with vehicular travel”

•

“Small-business owners face an increased probability of failure.
This failure is a result of the inequitable competition that exists between the small
business and the bigger corporation”
Each of the three avenues mentioned above had a very different and unique fo-

cus. To add to the already perplexing thesis statement, the ‘goal’ mentioned jumps ahead
by addressing a solution to a problem that was not yet explored. “The thesis will devise
a scheme for two businesses to coexist in the same retail space”. Why would two busi-
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nesses want to share a space and furthermore, how would this scenario alleviate any
stress felt by the small business owner? What would happen if one of the businesses
failed? How would you deal with this new scenario? The pages of my thesis notebook
were quickly filled with questions. I didn’t know where to start. The thesis needed a more
defined focus.
After helplessly trying to make connections between the three mini-statements
mentioned and how a dual space would alleviate the problems for a small business owner, I was stumped. As a result any arguments made to define a clear connection between;
expensive retail space, the need for cars to shop in suburban areas, and the increased
probability of failure for smaller retailer were both forced and ambiguous. I was simply
searching for a connection that might have even the most miniscule relationship between
the two. It was at this time that the thesis took a clever turn. I simply had to let go of my
stubborn determination of making my original statement work and let the research shape
the real problems faced by independent retailers.
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Background Research
Retail stores have evolved over the years from a physical space that stored merchandise to a virtual space that one could visit via the computer. In the midst of this
revolution the one thing that has remained constant in the field of retail is the desire for
change. Over the years retail stores have been looking for more creative means as a way
to fight the competition; and what better way to be competitive then having the flexibility
of redesigning or changing oneself to stay current with the retail calendar.
Due to the highly competitive nature of retail, store designers have been brought in
to conjure up some of the most extreme environments all in the name of standing out from
the competition. However, this notion of “keeping up with the Jones’s” is taking a new
spin in recent years. A new sign above the entrance or a fresh coat of paint is no longer
enough for a store to reinvent themselves in the eyes of the customer. According to Marc
Gobe, a brand specialist and design critic, we live in a consumer democracy where going
to the stores is not just about buying something anymore, rather it’s about an experience
1

that one leaves with. Gobe goes on to explain how certain stores have deliberately crafted
2

sensory experiences to have customers choose them over their competitors. While you
might not particularly agree with the need for a sensory shopping experience, you may
agree that the competition, whether coming from a Big Box corporation against another
corporation or independent store or even an e-retailer, exists on many levels.
In the apparel industry, change is even more desirable due to the short trend cycles
in fashion. Clothing stores are not only dealing with the constant struggle to lure customers into their space but also keeping up to date with the trends and short merchandise
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cycles. Over time, even the most innovative design approaches become stagnant in retail
space. For a retailer to be successful, change and flexibility have to be in the store’s plan
of action.
In reviewing the competition faced by small businesses, let’s start with E-shopping.
The invention of the world wide web combined with a young more technologically inclined
generation equals thousands of insecure, threatened retailers. For the online retailer,
the homepage is equivalent to the storefront of the physical space. What gets customers coming back to these websites, other than the product, is how these e-retailers have
managed to keep the customer engaged by constantly refreshing their homepage. When
dealing with virtual space, change can happen quickly and frequently. If the physical store
could maintain a similar mode of change within their environments as the e-retailers do,
this would help equalize the competition. These days to be successful in the retail industry one has to be flexible and embrace the store’s evolution.
Yet another form of competition felt by the independent retailer comes from the
Big Box retail stores. Over the years, Big Box retailers have really heated up the competition for independent stores. These conglomerates have conquered in price wars and
managed to put many independents out of business, or so they would have you think.
It’s true that smaller companies have a lower chance of survival than bigger corporations. Plenty of people make the argument that this failure has a direct correlation to the
Big Box retailer. However, aside from having better prices and more variety the Big Box
corporations are not the driving factor for the failure of the small retailers. The truth is that
most small businesses fail for other, more internal reasons. According to the New Venture
Creation, most small businesses fail due to under-capitalization, mis-management, and
3

poor location. Independent retailers have turned to creativity and strategy as a means of
existence. If the smaller retailer can not compete with their opponent’s prices then you’d
better believe that they will compete in other more creative ways.
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The National Federation of Independent Business (NFIB) is a research organization that analyzes and reports on issues of concern for small business owners. The
research and data is collected directly by the small business owners themselves via
questionnaires. Some of the key concerns mentioned by the small retailers were heav4

ily correlated to “labor related cost issues as well as related management issues”. More
specifically these issue are as follows:		
1. Labor related issues
a.
b.
c.

Keeping skilled employees
Locating qualified employees
Minimum Wage/Living Wage

2. Management related issues
a.
b.

Ability to cost-effectively advertise
Utility costs (rates)

3. Other related issues
a.
b.

Competition from large companies
Controlling inventory

According to the NFIB, overall, the owners polled for this research seemed more
concerned with labor issues and energy costs that had a direct affect towards the monthly
5

cash flow than with Big Box corporations. Even though some mentioned a slight concern
over the competition of bigger companies, for the most part it was not a major concern.
Competition for most retailers means different things. Competition at it’s base is
defined through price wars, quality of merchandise being sold, and more recently the
emotional satisfaction that a customer receives from their retail experience. Just like competition, change for a retailer has many meanings as well. Change means; merchandise
cycles switching over, the short life cycle of fashion trends, keeping up with a newer store,
and not allowing for one’s store image to become outdated or stagnant.
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Problem Focused
Once a retail store commits to a location it also commits to making this location
work through most of the retail life cycle. In business terms the life cycle of a store can
be broken down into four categories:

6

• Introduction - This is the grand opening of the store. When the retailer opens the
doors and introduces the product to the consumer. At this stage, the retail store will take
a specific position in the market to separate itself from the competition. This position can
be articulated through various methods. A retailer might be introducing a new product
for the first time, presenting innovative concepts for the store’s overall design, or simply
filling any specific niche in the market.

• Growth - This is when a store starts to see a rise in profits. It has been some time after the grand opening and the store has built up a reputation with customers. The store
has regulars and is still attracting new customers.

• Maturity - At this point the store has reached a peak in profits and the profits level off.
This is a stage where most stores feel comfortable because they have already established themselves in the eye of the public, hence they feel that they have earned their
place to stay.

• Decline - This is where those leveled profits from the maturity stage have no more
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place to climb and begin to decline. At this stage most retailers will look to new concepts
for re-boosting their image.
The retailer will learn during the life of the store that the permanent qualities of
the space will hold the store back from fair competition. During the life cycle of a store,
new competition will arrive with a new purpose. In order to compete with other stores
on the street, retailers will utilize different tactics as a way to stand out from the crowd.
These tactics include but are not limited to brand development, price & promotional
wars, upping the advertising strategies, and finally redesigning the store. The latter is
seen as a last resort as well as a high-risk for most stores. Nonetheless, for a lot of retailers redesigning the space seems to be the last hope for an upturn in their business.
When a retailer makes the decision to remodel, this becomes a huge risk for
the owner. Remodeling is extremely costly and time consuming. In most cases during
remodeling a store will have to close shop for a period of time. Depending on the type of
remodeling, it can take anywhere from one week to 3 months for a small space. Remodeling may include but is also not limited to; gutting the store and starting over, updating
merchandise, purchasing new fixtures, and even changing the lighting plan. During this
process, the store may be closed and therefore receiving no revenue. For the majority
of small business owners banking on the idea that the new store will bring in new customers and more revenue is not enough. Owners have a difficult time deciding whether
to take this step and are usually scared off by the investment they have to make. To
most retailers, remodeling means high costs and revenue loss, a scenario that some
retailers just can’t afford to risk.
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Analysis : a look at 3 store types
There have been many attempts by designers to design fixtures to accommodate change. These fixtures range from stand alone units to wall systems. However, the
more commonly used fixtures are wall systems such as the Slatwall and Gridwall units.
Both systems are heavily used across different store types. Aside from being attached
to the perimeter of the store, these systems are also applied to various gondola display
units which are then placed strategically throughout the store. The gondola displays have
achieved some level of success in displaying changeable merchandise, but have failed in
taking the next step in aiding the overall layout of the space to change. Another downside
to the Gondola displays is that for the most part these are very heavy units and as a result become permanent fixtures just as much as the Slatwall and Gridwall treatment used
along the walls.
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Shoe Store Type

Image1 : The Inspired Retail Space.

Image 2: The Inspired Retail Space.

• Clear Traffic Patterns
• Merchandise
• Displayed in a linear fashion
• Displayed along the perimeter with freestanding units
• Displayed with or without packaging
• Along with the shoes; usually accessories, handbags, socks, shoe
cleaning supplies are sold
• Seating provided
• Organization
• By gender
• By Age group
• By activity (running, hiking, work, dress, casual, etc.)
• By Brand name
• Merchandise cycles
• Fashion trends
• Seasonal changes
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Common Shoe Displays
Table displays

Heel-rest display

Riser display
Slatwall displays

Slatwall bent

Bent Heel-rest display

Curved display
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Clothing Store Type
In the soft goods industry fixtures become more light weight and
movable. These fixtures resemble a metal structure with casters
called racks. Along with the different configurations of the clothing
racks most clothing retailers also use table displays. The problem
with the most commonly used systems is that they are outdated
and don’t address the different levels of change that a store will
experience.

Image 3: Shop Design.

• Traffic patterns vary
• Meandering pattern
• Linear pattern
• Or clear traffic path with meandering display placement
• Merchandise
• Durable, flexible merchandise
• Merchandise either folded or hung
• Other merchandise such as accessories sold along with the clothes
• Organization
• By gender
• By Age group
• By activity ( running, hiking, work, dressy, casual, etc.)
• By Brand names
• Merchandise cycles
• Fashion trends
• Seasonal changes
• Short trend cycles
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Common Clothing Displays
Table displays

Tiered displays

Slatwall & Gridwall displays

Rack displays
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Home Goods Type

Image 4: The Inspired Retail Space.

• Clear Traffic Patterns
• Merchandise
• Fragile merchandise
• Heavier more rigid merchandise then the other two types of stores mentioned
• Size, weight and fragility vary from product to product
• Organization
• Broken into categories of where used (kitchen, dining, bathroom, etc. )
• Broken into categories of use (cooking, cleaning, eating, etc )
• By brand name
• Merchandise Cycles
• Long, extended trend cycles when compared to the other two types
• Some seasonal changes
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Home Goods Displays

Gondola displays

Table displays

Shelves
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Synthesis
There are three changes that a clothing retailer might experience in its lifetime.
The three transformations happen at very different scales and frequencies. The first and
most repeated transformation comes from the merchandising needs. Apparel stores deal
with seasonal cycles as well as trend cycles that effect the merchandise and in retrospect
the overall display of that merchandise. Seasonal changes create a turn around with the
merchandise resulting in sale items. Once the new merchandise arrives, the old merchandise is relocated to a new location specifically for marked down items. The movement of the sale items is a time consuming process for the staff. Usually the change will
occur during closed hours. The employees might come in before opening or stay after
hours to get the job done. Along with changing the merchandise, the store’s graphics and
display will also be updated. This change will occur somewhere between every week to 3
month periods. Again the frequency and the extent of change for this phase varies and is
dependent on the type of store, location, owner and finances. This change will be referred
to as the ‘Update’ phase.
The second type of transformation the retailer may experience is the ‘Evolution’
phase. This phase is a slower process then the Update phase. The Evolution phase will
occur somewhere between every 3 months to 3 years depending on the owners preferences and financial situation. Certain store owners just don’t have the money or creative
knowledge to make extravagant changes in their store, as a result the extent of the phase
will vary from store to store. Unlike the Update phase, the Evolution of the store tends
to be more cumulative rather then a one day event. During this phase the store’s layout,
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fixtures, style and larger scale graphics will be redesigned. This phase deals with larger
shifts in trends and styles relating to changes in demographics or fashion cycles. Along
with these events other variables that will effect this phase is new competition, business
doing better/worse or the owners own choice to update a stagnant image.
The last and least used of the three phases is the ‘Revolution’ phase. This is the
most extreme change of the three. During the Revolution phase the store will be gutted
and remodeled. The Revolution is a new beginning for the store and owner. As a result the
type of merchandise as well as the name of the store might change; an example of this is
a trendy hipster store reinvented as a high-end women’s store. The Revolution phase is
seen as a last resort for survival or as a sign of expansion (meaning the business is doing very well). The “last resort” is what I’m primarily concerned with. For the businesses
that are not doing well financially the owner might see a Revolution as their last chance
to revive business. Therefore, clearly this an extremely difficult and stressful decision to
make on the owners part.
During the Revolution phase the store will be either closed for the duration of the
remodeling or move to a new location. The remodeling, depending on the scope of the
design can take anywhere from a couple of weeks to months. Throughout this time there
will be no customers and as a direct result no revenue, putting any small business owner
at huge risk.
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Refocused Thesis Statement
The goal of this thesis will be to design a system that will allow an Independent
retailer to address the three phases. The system will encourage as well as support the
changes that a store will go through. Because the Revolution phase is quite unpredictable
in regards to independent retailers in general, this thesis will look at how to postpone or
alleviate this last phase.
• Update phase
• merchandise cycles : seasonal change, sale merchandise
• display changes : new window display, point of purchase change, etc.
• most frequent phase
• least time consuming of the three
• Evolution phase
• stores current image becomes stagnant
• stores image will evolve
• phase includes : larger scale graphic changes, style, and layout changes
• between 3 months - 2 years
• Revolution phase
• most extreme of the three
• not predicted therefore difficult to plan for
• phase includes : gutting out the store, bringing new merchandise and
displays, store name might change
• starting over

31

Ideation
Preliminary Ideas for systems that
anticipate change
• Expandable units
• Units with sliding components
• Detachable parts that create diﬀerent
configurations
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Ideation
Preliminary ideas for the way graphics
play a huge role in retail
• Informative or more decorative
• Quickly interchangeable and part
of the system
• Graphics that adhere, peel or slide

Preliminary ideas for storage
• Hidden within ﬁxture
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Ideation
Preliminary ideas for dealing with
merchandise cycles
• Lighting as a change
• Transformations of shelves and supports
• Changes in position of units
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Ideation reﬁned
Preliminary designs refined
• track systems explored
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Ideation reﬁned
Preliminary designs refined
• stand alone units that celebrate the
merchandise
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Ideation reﬁned
Preliminary designs refined
• Attachable components
• Sections that open to create
diﬀerent conﬁgurations

37

38

Ideation reﬁned
Preliminary designs refined
• a system of frames that can be
organized throughout the space

39
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Evaluation

Gallery Unit

The Merchandiser

The Closet

• evolution phase
• changes the layout
• has a gallery feel
• simple graphic attachment

• update phase
• celebrates the merchandise
• various options for displays
• customizable

• update & evolution phase
• the perforations allow for
a variety of options
• too heavy for quick
movement
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The Gallery unit is a transient display that can function as a temporary wall. This
frame-like fixture can stand alone or be placed in conjunction with another Gallery unit.
Because the fixture uses casters it can quickly be moved to new places of the store, making the daunting task of changing the layout a simple one. The graphic attachment also
serves as a quick and effective change for the store’s visual experience. Graphics would
be attached to the surface of the unit. Whether the store owner decides to go with a classic wood finish or attach a lively nature scene to the unit, it will make a world of difference
for the overall atmosphere of the store. On a downside, the unit does not allow for much
displaying options. It’s actually quite limiting for the store in regards to displaying clothes.
Therefore the Gallery unit succeeded in addressing the Evolution phase but fails to deal
with the Updating phase.

The Merchandiser unit is a customizable fixture that allows for a wide range of
display options. Merchandise can be hung from one of the three spanning rods, placed
on one of the movable side shelves or placed on the removable table display. After the
merchandise is placed in position the retailer can still play with different locations without
removing the product.
This Merchandiser fixture addresses the Update phase in retail. The concept behind this fixture is to: quickly and efficiently update a current display, make room for new
merchandise or sale merchandise by sliding one or more of the shelving components to
the needed height (variations seen top of next page), and to attach graphics quickly to
the structure. However, this fixture does not do the Evolution phase any justice. It’s more
specific to the merchandise and falls short in helping change the overall experience in the
store. It just doesn’t push the envelope as much as I would like it to.
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The Closet unit is successful in addressing both the Update and Evolution phases.
The fixture can be arranged in various configurations, allowing for a multitude of displaying and spatial options. The unit has two panels that can swing open and around the unit.
These panels can remain closed or the retailer might opt to just have one open depending
on the effect trying to be created. The fixture also has perforations that are strategically
placed for attaching shelves or graphic panels. Due to the massiveness of the unit frequent spatial changes are not an option. The store might alter the configuration maybe
every 2-3 years or so. The spatial change is not as effective as in the Gallery unit.

45

Implementation
The next model was a culmination of the three units that were in the evaluation
section. The C-shape was generated by breaking the Gallery unit in half. This new form
is more flexible in terms of breaking up the space as well as creating various spatial configurations. The unit can be positioned in four different configurations as seen below. The
perforations were translated from the Closet unit. Just like the slats in a Slat-wall system
these perforations will act as part of a system for attaching displaying components.
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Implementation
Variation of the C-shape
• The C-shape visually appeared too heavy
• Played with the form by breaking down the
column into three movable boxes
• The units can be organized individually in a
space or grouped together

47
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Implementation

49
The C-shape design succeeds in addressing the criteria laid out in the Goal Focused chapter.
• Design a system that will allow an independent retailer to address the three phases.
• Encourage as well as support the changes that a store will go through.
• Postpone or alleviate the Revolution phase.
The design addresses the more frequent, update phase as well as the more involved,
evolution phase. The unit also supports and encourages change. The customizing nature
of the unit is quite simple. By covering the whole unit with perforations and introducing
various attachable components this allows the store more room for creativity as well as
flexibility with the unit. Making the perforations a dominant and intuitive feature in the
overall design will only help encourage the store to alter the displays more frequently. The
unit can stand alone, be placed flush with another unit or connected to another unit by a
spanning metal rod that would also function as a displaying tool.
In order for a store to truly be capable of changing their current environment, whether it be small scale graphic changes or larger scale layout changes, the fixtures have to
be adaptable in more ways than one. The perforations with the attachable components
are one method for addressing this need and mobility would be the other method. Mobility is a key factor in updating a stagnant image as mentioned in the evolution phase. By
having the freedom to move the fixture around in the space a store can quickly change
the current layout, change a point-of purchase display, update window displays more
frequently or even redirect traffic patterns. The C-shape fixture design would have attachable wheels that would come with the unit.
While the C-shape offers the store a wide range of options for displaying and creating a more flexible environment in the end the fixture can potentially become outdated
itself. Like any product, the unit will reach a point in it’s life cycle when the owner will want
to replace it with something new maybe more innovative at the time.
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Implementation : manufacturing
The main body for the unit consists of 10 pieces. Each piece also consists of a
number of circular cuts. The perforations are 4” diameter circles that are then reused for
the design of the attachable components discussed in the next chapter. The attachable
components will be constructed from pre-made hardware that will be purchased from
various manufacturers.
The process for making the main body is as follows:
• The pieces are drawn using an AutoCad program
• Pieces are laid out on a 4’x8’ sheet of 1/2” thick birch plywood
• 25 sheets of 4’x8’ plywood will make 8 total units
• 1 unit will fit on 3 sheets plus 1/8 of a fourth sheet
• The outline of each piece including the perforations is cut using a laser-cutter
• The pieces are then coated with a polyurethane finish
• After the pieces are dry, 128 holes are drilled in the 10 pieces for the
insertion of the Hidden Cam and Cam Dowel that the retailer will drop into place
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Implementation : ergonomics
No matter what configuration the unit is in, the 24” height and depth is an ideal
dimension because it creates plentiful space for displaying folded clothes and other products as well as a comfortable height for picking up the merchandise. The 8’ height of the
unit was decided as a good height when spanning a clothing rod from one unit to the next.
24” is a comfortable height for displaying stacked merchandise. The unit weighs approximately 135 lbs. without any attachable components or merchandise on it. The unit is light

2'

8'

enough for one or two people to change the configuration of it.

CONNECT

assembly instructions

Before starting assembly, arrange the pieces on a carpeted area or on the empty carton to avoid any
scratching of your display. The assembly tools required are a HAMMER and SCREWDRIVER.

PARTS IDENTIFICATION
A

B

C

D

G

F

E

H

I

J

HARDWARE IDENTIFICATION
HIDDEN CAM - 64

AA

CAM DOWEL - 64

RUBBER STOPPER - 4

WOODEN BLOCK - 4

CC

BB

1” MACHINE SCREW - 4

EE

DD

3/4” MACHINE SCREW - 8

FF

1

To begin assembly, insert HIDDEN CAM (AA) ﬁrmly into holes of board (A).

AA

2

Next, insert CAM DOWELS (BB) ﬁrmly into holes of board (A).

A

BB

3

After inserting board (C) into board (A) tighten six (6) CAM DOWELS.

C

A

4

Insert board (E) and board (F) into board (A). Tighten twelve (12) CAM DOWELS.

E

F

5

Insert board (G) and board (H) into board (A). Tighten eight (8) CAM DOWELS.

G
H

6

Insert board (D) into board (A). Tighten four (4) CAM DOWELS.

D

7

Insert CAM DOWELS (BB) ﬁrmly into holes of board (B) and board (J).

BB
B

8

J

Take board (B) and ﬁt over boards (C), (D), (E), (F), (G), and (H).
Tighten a total of thirty (30) CAM DOWELS

9

Line up RUBBER STOPPER (CC) with drawing on board ( I ).
Using the 1” MACHINE SCREW (EE), screw the RUBBER STOPPER (CC) into board ( I ).
Repeat for all four corners.

I
CC

EE

10

Screw WOODEN BLOCK (DD) using 3/4” MACHINE SCREWS (FF) from two (2) sides, use
guides on the boards to know where to screw. Using a total of four (4) blocks and eight (8)
screws. Repeat for all four corners.

DD

FF

11

Insert CAM DOWELS attached to board (J) into boards (E) and (H).
Tighten four (4) CAM DOWELS.
Align the RUBBER STOPPERS (CC) on board ( I ) with the hole in the WOODEN BLOCKS (DD)
and hit the surface of board ( I ) with a slight force until the board is ﬂush with the other
edges of boards (A), (B), (E), and (F).

J

I
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Implementation : attachments
The Connect8 unit comes equipped with a variety of attachments.

Acrylic Attachment (1)

Graphic Platform (4)

Small
Faceout (4)

WaterFall (4)

Large
Faceout (2)

Graphic Attachment (4)
Acrylic Tube (2)

Light Attachment (1)

Spanning Rod (1)

Ball Caster Attachment (4)
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Large Faceout (2)

Assembly Hardware

Acorn Nut (4)

Sm. Spacer (32)

Lg. Spacer (2)

Nut (4)

Threaded Rod (2)
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Small Faceout (4)

Assembly Hardware

Acorn Nut (4)

Sm. Spacer (16)

2” Machine Screw (4)

66

WaterFall (4)

Assembly Hardware

Acorn Nut (4)

Sm. Spacer (16)

4-1/2” Machine Screw (4)

3/4” Machine Screw (12)
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Acrylic Attachment

68

Acrylic Tube (2)

Assembly Hardware

Rubber (2)

Silicone O-rings (8)

36”L Acrylic Rod (2)

96”L Spanning Rod (2)
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Graphic Platform (4)

Assembly Hardware

Wood piece (2)

1/4” screw (4)
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Graphic Attachment (4)

Assembly Hardware

Metal Clip (4)

7/8” screw (4)

Acorn Nut (4)
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Fluorescent Light Attachment (1)

Assembly Hardware

7/8” machine screw (1)

1/4” screw (2)

Acorn Nut (4)

72

Wheel Attachment (4)

Assembly Hardware

1” machine screw (8)

3/4” screw (16)

ball caster (8)
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Storage
The Connect8 has a removable panel, allowing the interior space of the unit to be
used as storage. To remove the panel simply pull the piece towards you. The panel will
loosen from the rubber connection with minimal force. The decision to use the rubber &
wooden cavity was to avoid discomfort when the Connect8 unit is in a different orientation. Due to the various positions that the fixture can be arranged in, using a typical hinge
would only create problems when alternating the fixture’s orientation. This way, no matter what orientation the display unit is in, the removable piece comes off completely and
things can be stored in the unit.
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Graphics
In the retail industry graphics play a huge role. Graphics will either function as informative, such as signage, department markers or P.O.P. graphics, to more decorative
graphics that are there to build and maintain a brand profile. The informative graphics are
updated pretty regularly; anytime a new sale or holiday occurs, departments are added or
changed or simply because of price changes. These graphics are more difficult to dictate
because each store has very unique needs. However, the decorative graphics can be addressed to meet a wider and more general audience.
With the purchase of the Connect8, the retailer also has the opportunity to purchase pre-made graphic panels. In an ideal situation, a store will have a dedicated person that handles the graphics, but smaller retailers will have to get by, by using one of
the floor employees or even the owner to handle this function. The pre-made decorative
graphics are a helpful option that would help ease the task of brainstorming the next
graphic change. The graphic layouts come in four sizes. The graphic options provided in
this section are taken from earthworks.co.uk. The designers Kate Harrison and Tristan
7

Williams design various paper products and these are just some of their designs. They
are just examples of the type of graphic style that would be provided for purchase. With
the purchase of the graphics, the store owner will also receive a packet of grommets for
attaching to the Connect8 unit.
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24”x6”

24”x36”

24”x48”

24”x24”

childrens

mens

Image 5: Earthworks.

womens

teenagers
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How many units?
A retailer might purchase one Connect8 unit or multiples. Aside from using the
Connect8 fixture a retail store will also have other types of fixtures for displaying their
merchandise. Purchasing one unit has advantages just as purchasing multiple units. A
retailer might purchase one unit and use it as a flexible “point of purchase” fixture or as
a constantly updated window display. However, in order to use the system to its full advantage it would be wise to purchase multiple units. The more units a store has the more
flexible they can be in creating customizable displays. The space shown below is 3,500
sq. ft. and fits 19 units comfortably.
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Finishes
The Connect8 comes in ten different finishes (as featured below). Because the
fixtures can be used in various types of retail spaces, it is important for retailers to have
a range of finishes that best fit their plans. If they are unhappy with the available finish
options they can always purchase the birch or maple wood and finish the product themselves. The next two pages show the Connect8 in a Walnut finish for an upscale women’s
store and a yellow, blue, and green finish for a children’s store; showing the wide range
of retail styles to which the unit can adapt.

Birch

Deep Green

Mahogany

Deep Purple

White

Maple

Light Green

Walnut

Light Blue

Yellow
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Upscale Women’s Store

79

Children’s Store
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Pricing
Prices for existing displays range depending on choice of manufacturer and style
of display. The ones listed on the next page are taken from display2go.com. As you can
see, the Slatwall units are much more cost-effective than the Connect8 unit. But, when
you look at the prices for the 2 Tier Table display, it is significantly more expensive than
the Connect8 unit and has much fewer capabilities.
3.125 sheets makes 1 unit
1/2” 4’x8’ sheet of birch plywood

=

$25.99
x 3.125 sheets
---------------------------$81.22

lasercutter ( one hour of cutting )
1 sheet = 1 hour

=

components & hardware per unit

=

labor costs at $12.50/hr.
spray ﬁnishing- 3hrs/per unit,
attachable assembly- 1.5hrs/per unit,
packaging- 30min/per unit
Total Time/ per unit x 12.50
Packaging costs
(cardboard box & padding inserts/per unit)

$81.22 + $406.25 + $100.00 + 62.50 + 17.00

$130.00
x 3.125 sheets
---------------------------$406.25
$100.00

=

5 hrs
x 12.50/hr.
---------------------------$62.50

=

$17.00

= $666.97 per unit To Manufacture

Marked up 40% - $666.97 x .4 = $266.79 + $666.97 = $933.76 per unit For Purchase
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Image 6: Display2go.com.
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Evaluation
“The goal of this thesis will be to design a system that will allow an independent retailer to
address the three phases. The system will encourage as well as celebrate the changes
that a store will go through. Because the Revolution phase is quite unpredictable in regards to independent retailers in general, this thesis will look at how to postpone or alleviate this last phase.“ (taken from Goal Focused chapter)
The three mentioned phases were the Update phase, Evolution phase and finally
the Revolution phase. The Connect8 has successfully responded to each phase but maybe not to the extent that it should have. While the fixture is promising to deal with a lot of
the smaller scale updating issues of retail, it does not meet my expectations for dealing
with larger scale issues of truly changing the overall environment in the store.
The large perforations as a system for displaying graphics and merchandise is
both innovative as it is adaptable to various retail types. Even though this thesis explored
the use of the Connect8 in respect to the soft goods merchandise it would not be a far
stretch to realize the unit’s potential across other retail types. It was mentioned in the thesis presentation that with some adjustment to the attachable piece, this fixture would be
great for displaying jewelry or other smaller fragile merchandise. The Connect8 system
is very capable of functioning in jewelry stores, home-goods stores, electronic stores, or
various others with the design of complimenting attachments for those display needs.
The mobility aspect of the fixture is key to addressing the evolution phase which includes maintaining a flexible layout. Whether changing the P.O.P. display more frequently
or simply having the ability to rearrange one’s interior, the Connect8 should make this
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change quickly and efficiently. However, this goal was not met to its full potential. While
the unit has the means to be moved with the attachment of the casters, this process is
neither quick nor efficient. The casters were designed to be an attachable component because the fixture is meant to be rearranged in different configurations. If the casters were
a permanent feature, and the fixture was rotated from one position to another, the casters
could potentially end up on top of the unit. To prevent this scenario, a person would slide
the caster attachment using the perforated system, move the fixture to its new location,
and then finally remove the attachment. This method is possible, but can be difficult. For
example, depending on how much merchandise is placed on the unit, this will weigh the
fixture down. Also moving the merchandise on the unit might disturb the display, so the
person might have to remove the merchandise before moving the fixture. Yet another
issue that might slow down the move is that there should be two people involved when
attaching and detaching the casters. Because the unit needs to to have one side come off
the ground in order to have the casters attached, there needs to be one person holding
the fixture while the other is attaching the casters.
When attempting to design a fixture that would benefit smaller, independent retailers, what really came out was a fixture that could very well be used at a larger scale
such as with big box retailers. There was no reason why the fixture should be limited to
one category. However, Ellin Scalise, who has worked in the fixture design industry for
some years agrees that the unit is perfect for independent retailers. Mrs. Scalise feels
that the overall design is a “great catalog fixture” and that the unit has very high potential
8

to be sold to smaller retailers. Her reasoning, which made a great amount of sense was
simple, “Big Box retailers, for the most part, have a set team of designers that are specifically employed to design the store’s interiors, including fixtures and displays”. A smaller
retailer, which doesn’t have the financial means to employ full-time designers, will either
go through a design service at the startup level or purchase fixtures by themselves. In this
situation, marketing the Connect8 unit as an independent retailer’s dream fixture would
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be justified.
The Connect8 is a cost effective solution to remodeling. Instead of gutting out the
store to recreate a new fresh look, with the Connect8 system a few modifications can
get a similar outcome in a fraction of the time and money. The system is designed with
“change “ as the driving concept and it makes updating a space less of a hassle. At some
point in the life cycle of a retailer, the owner might experience growth and will either bring
in more merchandise to meet demand or will need to rethink the current layout to make
room for more customers. Whatever the situation that requires the store to be flexible, the
Connect8 is designed to address those situations as they come.
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